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Look for me in LIFE 
May 7th issue... 


when I will introduce to the public, 
the most distinctively beautiful and different 
hearing aid ever offered... 
the kind of hearing aid that has made 
Radioear hearing world famous 
for more than a quarter of a century. 
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Radiocear Corporation 
PITTSBURGH 16, PA, 
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THE PURPOSE: AUDECIBEL is strictly an educational and professional journal, the purpose of 
which is to bring to the otologist, the hearing aid audiologist, and others interested in the field of hearing and audiology. author- 
itative articles. papers and data concerned with research, techniques, education and new developments in the field of treating and 
assisting the hard of hearing. 

THE GOAL: The Society of Hearing Aid Audiologists is dedicated to the goal of reaching and 
mainiaining the highest possible ethical standards in the field of hearing aid audiology. AUDECIBEL is dedicated to the goal of 
rapport among all those concerned with the hard of hearing so that mutual and overlapping problems may be recognized and out- 
standing ideas, skills and experiences be shared for the greater benefit of all. You care urged to write in for details of how YOU 
may participate in and benefit by this worthwhile endecvor. 





AUDECIBEL — APRIL 1956 Page 3 





Thornton Zanolli 
Editorial Director 


























The planning for our annual meeting, to be 
held June 15, 16, and 17 in the Hotel Statler in 
Detroit, is swinging into its final phases. By pop- 
ular demand the program will be built around the 
same basic formula that 
was so successful last 


Mow Bean * 


We shall have the 

Vis main part of the program 

fas devoted to workshops in 

the actual fitting of 

hearing aids to hard of 

hearing individuals supplied through the coopera- 
tion of the Society’s members in Detroit. Emphasis 
in these workshop sessions is on the sharing of 
knowledge, not on any particular makes of hear- 
ing aids. A panel of members will lead the dis- 
cussion which follows each fitting and then the 


‘ discussion will be open to the floor so that every- 


one present will be given a chance to ask questions 
and comment on any aspect of each case presented. 


We will also have several speakers whose 
names will be announced shortly. These will be 
nationally known persons who have made out- 
standing contributions to the broad field of audiol- 
ogy, and who have been asked to speak on sub- 
jects of vital interest to us. 


Each member of the Society will shortly re- 
ceive the preliminary announcements of the meet- 
ing together with advance reservation cards for 
hotel accommodations. Information will also be 
sent about the various attractions in and around 
Detroit and plans will be made, as they were last 
year, for wives of members to participate in group 
trips of their own selection. 


Do not miss this meeting! If you have any 
doubts about its value, you have only to ask any 
one who attended last year’s meeting and he will 
tell you of the many benefits he derived from it. 
No meeting can be successful for you unless you 
are there, so make your plans now to attend. 


Thornton Zanolli 
President, S.H.A.A. 


































DISLIKE HEARING AIDS! 


.. Mew electronic marvel lets you hear through regular eyeglasses! 
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Watch for more of this exciting national advertising and 


publicity on™ ISteneR. 
. .. the world’s first 100% cordless . . . no ear-button 


. «. multiple transistor hearing aid built into attractive 
eyeglasses. A modern electronic miracle! 


Never Has Any Hearing Aid Enjoyed Such Eager Acceptance! 


A year and a half ago, OTARION announced the development of the 
world’s first complete eyeglass hearing aid . . . The ListeneR. Then, 
on January 5, 1956, Otarion announced the new L20 ListeneR . . . not 
an experimental device but a perfected model based on the experiendée 
of thousands of men and women in every walk of life who have actually 
worn the ListeneR. This new model gives the OTARION distributor 
the added competitive advantage of offering a perfected product, proved 
through a year and a half of actual testin he | thousands of hard-to- 


please, hard-of-hearing people who are delight with The ListeneR. 
What This Means To The Medical Profession 
Doctors have told us that, until the advent of The ListeneR, their prob- 
lem was to get the patient to wear a hearing aid for the first time, 
when such a course was indicated. With the ListeneR. this problem 


has been largely overcome because The ListeneR almost entirely elim- 
inates the breaking-in period and never draws attention to the person’s 
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Otarion announces ... Opening Guns in the great 1956 


ATIONAL ADVERTISING CAMPAIGN FOR 


The 


Listener: 





~— ”- 


A full page’ in the tremendous 


Christianity issue of | FE 


... the lorgest edition of a weekly 





magazine ever printed in the 
U.S.A. (5,900,000 copies with 
readership of over 26,000,000) 

Followed by large space ads in 
SUNDAY NEWSPAPER SUPPLE- 
MENTS, including the powerful 
Metropolitan Sunday Magazine 
Network, plus 14 others, reaching 
some 40,000,000 people. 


deafness. In fact, in the large majority of cases The ListeneR actually 
improves the wearer’s appearance. We invite you to send for par- 
ticulars. 


What Makes The ListeneR Unique? 


The ListeneR is the only duo-temple eyeglass hearing aid with perfectly 
n appearance from front, back and sides, with a single tiny color- 
less tube directly to the ear. 


The ListeneR is a full-powered, duo-temple hearing aid’ — not un- 
balanced, not an attachment, not a limited-gain, one-temple device. 
Components of the aid are built into two temples of the eyeglasses, 


eliminating feedback . distributing its fractional weight equally 
for maximum comfort, blending all hearing elements ideally. 
There is no sacrifice in hearing gain or output . . . all gain is usable 
- no clothing noise. 
Tests show that of all those who need a hearing aid, over 91% can wear 
The ListeneR . . . gain for gain, the most effective hearing aid there is. 
Our production facilities have been expanded to meet the unprecedented 
and continuing demand without delay. few select territories are 
available for distributors. All franchises are fully protected. 


Leland Rosemond, Pres. 


arion Ine. 





DOBBS FERRY 20, N. Y. 
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Progress Through Service 


Much has been said but very 
little has been done about taking 
up the slack in profits since the 
transistor hearing aid has re- 
duced battery sales. Here is a 
dealer that really found an at- 
tractive answer. When you step 
from the elevator directly into 
the reception room of J. W. 
Manny, Inc., (offices occupy the 
entire sixth floor) you walk into 
an atmosphere of comfort and 
efficiency. 


The company has occupied 
these quarters for the past nine 
years. Centrally located near 
Grand Central Station, it is con- 
venient and accessible to all 
parts of the city. A second of- 
fice located in the heart of 
Brooklyn’s busy downtown sec- 
tion is completely air-condi- 
tioned and carries out this same 
atmosphere. 


Here is a business that has 
been built on service to the hard- 
of-hearing, where the customer 
is always right. But what 
makes it unique is that this com- 
pany’s hearing aid sales have 
been largely built around the 
sale of audiometers to the pro- 
fessional market. 


With the drop in sales of 
vacuum tube hearing aids in 
1954, Mr. Manny took up the 
slack in battery sales by broad- 
ening his audiometer activity. 
He organized a Special Instru- 
ments Department which spe- 
cializes in the sale of audio- 
meters, auditory training equip- 
ment,  psychogalvanometers, 
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J. W. MANNY, INC: 


Service really pays off for this Brooklyn 


Certified Hearing Aid Audiologist. 


By BERNARD SCHEIER 


group and other clinical evalua- 
tion equipment. 


To head this special depart- 
ment Mr. Manny appointed 
Chester Zawski, former Chief of 
Instrumentation of the United 
States government Audiology 
Center in New York City. The 
special instruments department 
is actually an outgrowth of the 
service department, having been 
expanded with additional equip- 
ment and facilities for handling 
installations and repairs of this 
highly specialized equipment. 


That this undertaking has 
been extremely successful is put- 
ting it mildly. The second elec- 
tronic engineer has now been 
added to the staff of this depart- 
ment. The company’s sales in 
1955 were the largest in history, 
and January, 1956, has broken 
all monthly records. 


The idea of service is nothing 
new to the Manny organization. 
It has gone far beyond the con- 
versation stage. They maintain 
a complete hearing service lab- 
oratory for “on-the-spot” re- 
pairs while the customer waits. 
This laboratory is possibly the 
most modern and well-equipped 
for the retail servicing of hear- 
ing aids in the country. 


Through the Special Instru- 
ments Department, J. W. Manny 
has originated a special service 
for doctors and clinics. The 
service offers a complete on-the- 
spot calibration check of the 
doctors’ or clinics’ audiometers, 


aif 
4a. 


made possible through the use of 
the Allison portable artificial 
ear. Industrial organizations 
are also beginning to utilize 
these services. 


The companies represented 
through the Special Instruments 
Department are the Allison Lab- 
oratories, A. M. Brooks Co., Bel- 
tone Hearing Aid Co., Grason- 
Stadler Co. and the Industrial 
Acoustics Company. By using 
the equipment of these com- 
panies, it is possible for J. W. 
Manny, Inc., to make a complete 
installation, from a _ sound- 
proofed room to a fully equipped 
hearing and speech clinic. 


The Hearing Aid Department 
is staffed by sixteen employees, 
most of whom are highly train- 
ed technicians. Several of these 
are hard-of-hearing themselves, 
wearing instruments. These 
people are constantly used to in- 
spire confidence in the new users 
of hearing instruments. In this 
organization you can be sure 
there is very little left undone 
in striving to give complete cus- 
tomer satisfaction. 


Mr. Manny feels that with the 
advent of the eyeglass hearing 
aids there should be a common 
ground between the hearing aid 
dealer and the optician. To back 
his opinion he has created a new 
audio-optic department under 
the full time direction of a cap- 
able well trained manaegr. 


Actions speak louder than 
words seems to be the keynote 
of this dealer. 
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TUBES AND TRANSISTORS SHOWN ACTUAL SIZE 


























HELPED CREATE RAYTHEON’S ULTRA SMALL TRANSISTORS 


Raytheon’s newest transistor is the result of over 

sixteen years of accumulated knowledge and 

understanding of hearing aid requirements. Raytheon 
| pioneered in the development of the first vacuum tube 
| for hearing aids. Since then, Raytheon has progressed 
| to ever-smaller tubes — to even smaller transistors — 


to today’s tiniest transistor. 


This latest Raytheon Transistor paved the way for the 
development of small, inconspicuous hearing aids. At 
the same time, the quality, dependability, and economy 


of Raytheon transistors have constantly improved. 


As pioneers in the hearing aid field, Raytheon 
will continue to help the industry achieve its goal of 
providing hearing aids to all who need them. 





® 
Excellence in Electronics 


RAYTHEON MANUFACTURING COMPANY 


Semiconductor Division 


55 Chapel St., Newton 58, Mass., Bigelow 4-7500 * 9501 Grand Avenue, Franklin Park (Chicago), Ill., TUxedo 9-5400 

















Condensed from a speech presented at the West Coast Regional Meeting of the 


Society of Hearing Aid Audiologists, February 4, 1956 


EYEGLASS HEARING AIDS 


INCE OTARION is the pioneer 

in the field of eyeglass hear- 
ing aids, I believe that this gives 
us somewhat of a background 
upon which I may draw in con- 
nection with this discussion. 


We believe that there are two 
reasons why hard of hearing 
people do not wear hearing aids: 


pride — the cosmetic angle — 
and convenience or inconven- 
ience. 


We believe that the gadgets, 
gimmicks or tricky advertising 
approach is bad for us and is 
bad for the industry. 


The low price approach or that 
approach emphasizing price cuts 
and bargains is not the answer. 
It causes the dealer to lose profit 
and the prospect and user to 
lose confidence, not only in the 
ones who do the advertising but 
in the industry as well. 


We believe that the long 
trade-in is the wrong approach. 


Too much has been done to 
bring about sales to those people 
alyeady partially educated to- 
ward the acceptance of a hear- 
ing aid. The approach is based 
on trving to trade out each 
other’s users and to entice the 
hard of hearing to purchase a 
hearing aid on a “bargain coun- 
ter” or gimmick basis. 


None of this taps that untap- 
ped market which we are posi- 
tive exists. 


The Listener was developed to 
bring the hard of hearing person 
out into the open. It has been 
based on the theme of a positive 
approach and is designed to kill 
the theme of “hide your deaf- 
ness” — “no one knows you’re 
deaf” — hide it, hide it, hide it. 
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First and foremost, the Lis- 
tener is an attractive pair of eye- 
glasses. It is not a gimmick. It 
is designed to actually improve 
the appearance of the wearer. 


The approach is to take ad- 
vantage of.a situation that al- 
ready exists. People accept eye- 
glasses. They shy away from 
hearing aids. 


In the past, when a hard of 
hearing person inquired about 
an aid, our first job was to go 
through tests, convince him that 
he had a definite problem, keep- 
ing the aid out of sight until we 
had established a feeling of con- 
fidence. In other words, as a 
person came in asking to see a 
hearing aid, we did not show it 
immediately, since there was 
nothing about the looks of an aid 
to cause anyone to wish to 
wear it. 


With the Listener, all this has 
changed. The first thing we do 
is to place the Listener on his 
or her head and then hand that 
person a mirror. The comments 
almost invariably are based on 
surprise that they actually look 
better with the Listener than 
without it. This is true in more 
than 90% of the cases. 


People come in expecting to 
be disappointed, but when the 
Listener is placed on their heads, 
their reaction is one of pleasure. 


After this, we remove the in- 
strument, then go through our 
test with the pure tone and 
speech audiometer in the regular 
manner, not bringing the Lis- 
tener out again until this has 
been done. 


Here is another point we be- 
lieve important: if the individual 


‘as follows: 





By Paul Devereaux 
Otarion, Inc. 


uses an aid or has an old one 
and asks about a trade-in, we do 
not argue or explain why a 
trade-in is not possible on the 
Listener. We merely ask a ques- 
ticn. In other words, like Elmer 
Wheeler, we ask why. - 


We question the individual 
who mentions a trade-in about 
“Pardon me, but I 
do not believe I understood you. 
Did you mean that you wanted 
to trade in an old hearing aid on 
a pair of eyeglasses?” 


In almost every instance, the 
answer is the same: _“I just 
thought I would ask.” 


We then get away from trade- 
ins, which we feel are the bug- 
a-boo of the hearing aid profes- 
sion 


Now, another plus benefit of 
the Listener, in addition to the 
cosmetic angle, is the ear level 
hearing. It is amazing how the 
elimination of cords and cloth- 
ing noises benefits the user, In 
addition, he has more usable 
gain from the aid. 


We use both temples to elim- 
inate oscillation and feedback 
and to give perfect three point 
suspension. In the new Listener 
we have 61 db of gain and 126 
db acoustic output, with all of it 
usable. From our actual experi- 
ence, we find that this gain and 
output equal that of many aids 
having from 6 to 8 db more gain 
in actual measurement. 


When the Listener was intro- 
duced, or in the process of being 
introduced, Otarion faced the 
problem of merchandising. When 
the publicity hit, we received al- 
most 550 letters and telephone 
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calls from all over the United 
States from optical men, includ- 
ing opticians and optometrists. 
All were interested. Many 
wanted to handle it on a distri- 
butor basis; others wanted to 
work out a tie-in program. 

Oar problem was, What was 
Otarion’s policy to be? How 
would the Listener be merchan- 
dised ? 

Otarion is a company made up 
of hearing aid men — men with 
experience in the field. The 
belief on the part of all with the 
company was and is that it will 
operate through and with hear- 
ing aid dealers and distributors 
and not directly with the optical 
field. 

There was never any question 
in our minds, even though the 
temptation was great, that we 
would do other than follow this 
plan. 

Our experience with the aver- 
age optical man — optician or 
optometrist — is that he is 
trained to work with the eyes. 
The hearing audiologists are 
dealers trained to work with the 
ears or with the hard of hear- 
ing. There is a difference. 


We have found that the best 
setup which is fair to the user, 
to the dealer and to the optical 
men as well as to the company 
is for the Otarion dealer to make 
the contact in his territory with 
the optical men. 


The factory does not deal 
direct -with the optical men. 
They refer the optical inquiries 
to the Otarion dealer. 

It is true that Otarion has five 
or six who are both hearing aid 
dealers and opticians, but these 
are exceptions and not the rule. 

The hearing aid audiologist or 
consultant tests the hard of 
hearing person, he fits the Lis- 
tener and he sells it. He refers 
the client to the client’s own 
optician or optometrist for the 
measurement of the eyeglass 
frame and the temple. 

The Otarion dealer contacts 
the optical man, furnishing in- 
structions for the measurement 
of the temple, advising at the 


(See EYEGLASS on page 13) 
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AMoieo Salutes A Headliner... 
Charles R. Pearson 


WICHITA, KANSAS 




















Cuan R. PEARSON of Wichita, Kansas, is a veteran of ten years in the 
hearing aid business, the past five as Maico Distributor at Wichita. Born and 
raised in Nebraska, he became fascinated with selling early in life. During 
the 20's, he served a rural area as a brush salesman, carrying a coop on the 


side of his Model "T” to accommodate the roasting hens he often had to iake 
in lieu of cash. 


He later entered the engine service on the Santa Fe railroad, bui abandoned 
that during the depression years when he found that his hearing was failing. 
After purchasing a hearing aid, he became so enthusiastic about what it 
could do for the handicapped that he took a position as a hearing aid 
consultant and salesman. 


With the able assistance of his wife, Hazelle, whom he describes as the 
“backbone” of his organization, Pearson has built a very successful hearing 
aid distributorship. He takes an active part in community affairs, is a mem- 
ber of the Christian Church, Masonic bodies, Blue Lodge, Consistory, and 
Shrine. In addition to writing for and editing his monthly bulletin, “Sound 
Waves,” his principal interests are baseball and golf. 


One of Pearson's most gratifying experiences in the hearing aid business 
involved the fitting of a five-year-old girl who had been given up as hopeless. 
After extensive testing, he was able to use a Maico with binaural fitting. 
Frequent testing and rehabilitation sessions worked wonders, and within a 


few months the youngster was able to hear almost normally with her 
hearing aid. 


A FEW SELECTED DISTRIBUTORSHIPS AVAILABLE 
Inquiries will be held in strictest confidence 


ia 


L. A. Watson, President 
21 North Third Street Minneapolis 1, Minn. 


MEDICAL ACOUSTIC 
INSTRUMENT CO. 























PRODUCTS and PEOPLE 




















PRODUCTS and PEOPLE is designed to keep you ye on omit 

significant developments in the hearing aid industry and on significant 

happenings to individuals. anal s contributions to PRODUCTS and 
PEOPLE, AUDEC:4EL, P. Park, Mich. 


. Box 11, Lincoln 











Dahlberg Announces New 
‘Ear Level’ Line 


The 1956 line of Dahlberg 
hearing aids — the “Magic- 
Ear,” “Optic-Ear,” and an im- 
proved “Miracle-Ear” — fea- 
tures “ear level” hearing, 7.e., 
they are worn at the ear to 
. eliminate clothing noise and in- 
distinct sound. 


The new Miracle-Ear features 
such refinements as an unbreak- 
able tenite plastic chassis and a 
new method of feedback control, 
said to increase gain and per- 
formance. 


The Magic-Ear, weighing 1, 
0z., may be worn behind the ear 
snugly and inconspicuously. Sev- 
eral colors are available to match 
the wearer’s hair. Seven differ- 
ent receivers are available, and 
the Dahlberg method of adjust- 
ing frequency response by using 
Dahlberg tone tips permits even 
finer adjustment of this instru- 
ment to a user’s individual re- 
quirements, according to the 
manufacturer. 


The Optic-Ear is a 4-tran- 
sistor instrument, with volume 
control and battery, built into 


one temple of a pair of eye- 
glasses. A tube leads from the 
receiver to the ear. 

Other Dahlberg hearing aids 
— conventionally designed — 
are the Special, the Standard, 
the Capri, the Century and the 
Super. 


Otarion Announces ‘Sonora’ 


The Sonora — multiple-tran- 
sistor aid with an advanced cir- 
cuit — has been introduced by 
Otarion, Inc. Selling price is 
less than $100. 


Second Beltone Study Issued 


“Bioelectrical Analysis of the 
Function of the Intra-Aural 
Musculature,” by Drs. H. Born- 
schein and F. Krejci, Vienna, is 
the title of the second study 
translated by the Beltone Insti- 
tute for Hearing Research. 


The translations are issued 
without charge to the medical 
profession, ‘universities, clinics, 
libraries, audiologists, and other 
qualified professionals. They 


may be secured by writing to 
the Beltone Institute for Hear- 
ing Research, 2900 W. 36th St., 
Chicago 32, Il. 





“EAR-LEVEL” LINE: The Dahlberg Magic-Ear hearing aid (left) can be 
worn behind the ear as well as in the hair. The Miracle-Ear (center) 


is worn in the ear. 
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The Optic-Ear (right) is built into eyeglass temple. 





Wayne University Boasts 
Recorder, Master Aid 

What is said to be the world’s 
only visible speech recorder and 
the first master hearing aid can 
be found at Wayne University’s 
recently remodeled Speech and 
Hearing Clinic in Detroit. 

Dr. George A. Kopp, director 
of the Speech Clinic, said that 
the million-dollar visible speech 
machine is the result of years of 
research by the Bell Telephone 
Laboratory, New York, and has 
been on loan from that company 
since 1952. 

The machine flashes an in- 
stantaneous speech pattern that 
characterizes a phonetic sound 
or word on a green luminous 
screen. A sound spectrograph 
produces the speech patterns on 
a permanent graph. 

The machine makes possible 
the combining of vision with 
other sensory receptions in 
teaching oral use of language to 
the deaf and others who are 
handicapped in oral communica- 
tions, according to Dr. Kopp. 

The master hearing aid — 
constructed after two years of 
research — eliminates individual 
testing of the 117 different hear- 
ing aids on the market. The 
device determines the nature of 
hearing loss and characteristics 
which should be included to 
properly prescribe a hearing aid. 


HAIC Reports 26 Members 
Twenty-six companies have 
become charter members of the 
recently-organized Hearing Aid 
Industry Conference, Inc. They 
are: 
Audio Co. of America 
Audivox, Inc. 
Beltone Hearing Aid Co. 
Centralab 
The Dahlberg Co. 
Dictograph Products, Inc. 
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Du Hart Laboratory 

Dyna-Empire, Inc. 

Electro Acoustic Research 
Labs., Ltd. 

Gem Ear Phone Co., Inc. 

General Dry Batteries, Inc. 

The Hearing Dealer 

Knowles Electronics, Inc. 

The Maico Co., Inc. 

P. R. Mallory & Co., Inc. 

Martin Hearing Aid Co. 

Mears Radio Hearing Device 
Corp. 

Mid-States Laboratories 

National Carbon Co. 

Nichols & Clark, Inc. 

Otarion, Inc. 

Raytheon Mfg. Co. 

Shure Bros., Inc. 

Televox 

Tonemaster Mfg. Co. 

Stanley Webster Laboratories, 
Inc. 


Distributors Stage 
Weight Contest 

Two prominent hearing aid 
distributors who gave up juicy 
steaks for “big stakes,” recently 
wound up a one-year weight- 
reducing campaign. 

A year ago Maurie Shoup, 
Telex in Chicago and a member 
of the Society of Hearing Aid 
Audiologists, and Steve Hart, 
who has the Center in Evans- 
ville, Ind., both enthusiastic 
(and good) hunters, squinted 
down at their bathroom scales, 
each patted his protruding 
paunch and decided that the 
‘ime had come to shed some of 
the 200-plus“pounds which had 
made slogging through cornfield 
mud the previous pheasant 
season considerably more diffi- 
cult than usual. 

Because competition is a sure 
stimulus for accomplishing a 
difficult job, the two decided to 
make a contest of it. Each put 
up $500 to be claimed by the 
winner after a weighing-in cere- 
mony to be held in Chamberlain, 
S.D., next opening day of hunt- 
ing. 

The winner, they declared, 
would be the one who weighed 
the closest to 175 pounds, 
whether more or less. In addi- 
tion, the weighing would be done 
with both wearing only swim- 
ming trunks. 
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Steve Hart, left, receives congratu- 

lations from Maurie Shoup upon 

his winning the weight-reducing 
contest between the two men. 

At the duly-appointed time at 
a popular Chamberlain cafe 
crowded to the doors with men 
in hunting clothes, Hart and 
Shoup, now trim as a couple of 
Olympic athletes, padded bare- 
foot into the dining room and 
mounted the scale. 

Steve Hart, first to be 
weighed, sent the pointer up to 
171 pounds. 

Maurie Shoup, who'd been 
dieting courageously all year, 
now mounted the scale . . . 169 
pounds. . . but because he was 
closest to 175, Hart was de- 
clared victor. 

Back in their hunting garb 
the two set off with a group of 
South Dakota friends for the 
happy hunting grounds, Hart 
pleasantly richer and Shoup 
content in his trimness. 


Volta Bureau 
Offers Reprints 

Three reprints — “If You Are 
Losing Your Hearing,” “Listen- 
ing with the Help of a Hearing 
Aid,” and “Hearing Aids for 
Children” — are being offered 
by the Volta Bureau, 1537 35th 
St., N.W., Washington 7, D.C. 
Single copies of the reprints are 
10¢ each. 

* “If You Are Losing Your 
Hearing,” by Phyllis McCal- 
mont, is a series of questions 
and answers “typical of those 
asked at hearing societies and 
clinics, and: at the Volta Bur- 
eau.” The questions concern 
hearing, hearing aids and lip- 
reading. 

* “Listening with the Help of 





a Hearing Aid,” by Harriet Has- 
kins, discusses such subjects as 
attitudes toward the hearing 
aid, learning to set a hearing 
aid properly, earmolds, wearing 
the hearing aid, knowledge of 
the hearing aid and learning to 
listen. 

® “Hearing Aids for Chil- 
dren” consists of ‘month-by- 
month instructions to parents 
on hearing aid use for children 
which were prepared by the 
staff of the Hearing and Adult 
Speech Center of the University 
of Denver — Richard A. Win- 
chester, Mrs. Doreen Pollack 
and Mrs. Marion P. Downs. 


Audiphone Dealers Association 
To Hold Annual Meeting 

The Audiphone Dealers Asso- 
ciation, the oldest organization 
of hearing aid dealers in the 
United States, will hold its 14th 
annual meeting at the Hotel 
Morrison in Chicago on May 
11-13. President John Whidby 
of Atlanta says that this meet- 
ing will develop the same type 
of discussions which proved so 
helpful in last year’s meeting. 

Under the direction of the pro- 
gram committee chairman, Mr. 
K. S. Wood of Grand Rapids, 
Mich., the program committee 
has planned a meeting which will 
center around a detailed discus- 
sion of the fitting of the two 


(See PRODUCTS & PEOPLE 
on next page) 





AUDIPHONE DEALERS 
ASSOCIATION 


14th Annual Meeting 
Hotel Morrison, Chicago 
May 11-12-13 


Membership limited to those 
who sell and service Audivox 
Hearing Aids — authorized 
dealers of audivox, inc., suc- 
cessor to Western Electric 
Hearing Aid Division. 


For information, write A. A. 

Touch, Secretary-Treasurer, Cer- 

tified Hearing Aid Audiologist, 

406 S. Sixth Street, Springfield 
5, Illinois. 
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PRODUCTS and PEOPLE 


(Continued from previous page) 


latest model Audivox hearing 
aids, giving particular emphasis 
to the fitting of the eyeglass 
model “SPEC-tacular.” 

Another discussion, to be led 
by Mr. Ross Irwin, of San An- 
tonio, Texas, will cover the sub- 
ject of technical details in the 
repair and adjustment of hear- 
ing aids. There will also be a de- 
tailed discussion of both news- 
paper and direct mail advertis- 
ing by the members, under the 
leadership of an outstanding ad- 





Rae ne ~ 

PROGRAM Committee members 
meet in Chicago to plan Audi- 
phone Dealers Association meet- 
ing. Left to right: A. A. Touch, 
secretary-treasurer; T. Zanolli, 
vice-president; D. J. Marcucci, past 
president; and K. S. Wood, chair- 

man of the committee. 


vertising expert with many years 
of experience in hearing aid ad- 
vertising at the dealer level. 

Finally, a discussion will be 
conducted into the various 
methods used to compensate 
salesmen employed by various 
members, in order to establish a 
better understanding of such 
policies. 

The Audiphone Dealers Asso- 
ciation is an independent organ- 
ization of hearing aid dealers 
who sell and service Audivox 
hearing aids. It was organized 
when many of the present mem- 
bers were dealers in Western 
Electric hearing aids and has 
maintained a cooperative and 
very beneficial relationship be- 
tween its members and both 
Western Electric and its suc- 
cessor, Audivox, Inc. 


A. E. Propper, now president 
of Audivox, was formerly a 
member of the Audiphone Deal- 
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ers Association and attributes to 
it much of the credit for the ex- 
cellent dealer-manufacturer rap- 
port which his company enjoys. 


Tonemaster ‘Cordless’ 
Fits Behind Ear 

Small, light and curved to fit 
the contour behind the ear, the 
new Tonemaster “Cordless” 
model has no cord or receiver- 
button. Worn with a phantom 
earmold, the new hearing aid per- 
mits both men and women to 
wear the instrument inconspic- 
uously and as comfortably as a 
wrist watch, according to Paul 
B. H. Smith, president of Tone- 
master. 

A short, smal] plastic tube 
connects the small amplifier to a 
phantom earmold. An ingenious 
forming process permits the 
amplifier to be held snugly and 
securely in place. 


Beltone Ordered to Halt 
Exclusive Dealing 


Beltone Hearing Aid Co. has 
been ordered by the Federal 
Trade Commission to stop mak- 
ing contracts with its distrib- 
utors by which they must agree 
not to sell hearing aids of Bel- 
tone’s competitors. 

This action represented the 
Commission’s adoption of an 
initial decision by Hearing 
Examiner Earl J. Kolb and its 
denial of an appeal from that 
decision. 

The order prohibits Beltone 
from enforcing outstanding ex- 
clusive dealing contracts and 
from making any such contracts 
in the future. 

Beltone, according to the 
examiner’s decision, is one of the 
leading hearing aid manufac- 
turers and has written franchise 
agreements with 167 of its 187 
independent distributors. Under 
the franchises, the distributors 
agree “to represent and sell only 
those new hearing aids manu- 
factured and sold by Beltone, 
and not to sell any other new 
hearing aids.” This require- 
ment, the examiner had ruled, 
tends to lessen competition and 
create a monopoly in violation of 
sec. 3 of the Clayton Act. 


Northwestern to Offer Summer 
Program in Audiology 

A six-week session (June 25 - 
August 4) and an eight-week 
session (June 25 - August 18) in 
audiology are being offered by 
Northwestern University, 
Evanston, IIl. 

Courses offered are: The Psy- 
chology of Deafness; Sympo- 
sium: Speech and Language 
Problems Related to Neuro- 
logical Damage; Industrial and 
Community Programs in Audi- 
ology ; Aphasia and Related Lan- 
guage Disturbances; Techniques 
and Interpretation of Hearing 
Tests; Methods of Auditory 
Training; Teaching of Speech- 
reading; Language and Speech 
for the Deaf; Hearing Aids and 
Residual Hearing; Principles of 
Clinical Audiology ; Psychological 
Techniques in Speech Correction 
and Audiology; Supervised 
Teaching in Audiology; Clinical 
Study and Research in Audi- 
ology ; and Seminar: Problems in 
Audiology. 

For further information re- 
garding this program, write to 
Raymond Carhart, Professor of 
Audiology, Northwestern Uni- 
versity, Evanston, IIl. 


Industrial Health Conference 
To Present Discussions 
Of Noise and its Control 
Included among subjects to be 
presented at the annual session 
in Philadelphia of the American 
Industrial Hygiene Association 
(April 21-27) at the 1956 Indus- 
trial Health Conference are two 
which may interest readers of 
AUDECIBEL: “So You Want to 
Measure Noise?” by G. L. Bon- 
vallet, Armour Research Found- 
ation, and P. L. Michael, Ph.D., 
Mine Safety Appliances Co.; and 
“Noise Control in New Plant De- 
sign,” by J. W. Jackson, Jr., T. 
Bonney and S. E. Bittner, Jr., 
Aluminum Company of America. 
The meetings will be held at 
Convention Hall, Philadephia. 
Interested persons may obtain 
advance admission tickets by 
mailing $3 to Industrial Health 
Conference Registration, Room 
1300, 28 E. Jackson Blvd., Chi- 
cago 4, Ill. 
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EYEGLASS 
(Continued from page 9) 
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same time that the lens and 
bridge measurement would be 
the same as for any ordinary 
pair of eyeglasses. Instructions 
are given to the optical man as 
to how lenses should be installed. 

The Otarion distributor meas- 
ures the temple length, which 
gives a double check on the 
optical man’s measurements. 

When a client deals with an 
optical man, his arrangement for 
payment for the lens and refrac- 
tion, if any, is handled directly 
with the optical man. 

The optical man gives the 
Otarion dealer ‘the measure- 
ments, either by mail or by tele- 
phone. The Listener is then 
ordered by the dealer and is de- 
livered directly to him by the 
factory. 

When he receives the instru- 
ment, he delivers it to the optical 
man for installation of the lens. 
The client is then fitted by the 
optical man, with the last con- 
tact being by the Otarion dealer, 
who then fits the earmold and 
gives the user instructions as 
to its use. 

Our desire with Otarion is to 
secure sales from an untapped 
market of between six and nine 
million. Records kept by 
Otarion distributors show that 
91% of the sales in eleven of 
our largest cities were made to 
people who never wore a hearing 
aid before. A few may have 
purchased, but they never wore 
the aid. 

In the many years we have 
been in this work, we have never 
seen so great a user satisfaction 
nor enthusiastic referral of 
others. The Listener has been 
fitted to people in every walk of 
life. It has brought prominent 
executives, lawyers, judges, doc- 
tors and others into the field of 
hearing aid users. 

We believe that the reason for 
this is that the Listener was not 
based on-a gadget or gimmick 
or plug-in approach, but was 
based on spending the money to 
make a legitimate hearing aid 
built completely within the 
frames of eyeglasses. 
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Makes Good Use 
Of Audecibel 


” © T have changed my address, 
and would appreciate your send- 
ing me copies of your journal at 
my new address here in North 
Dakota. Since I teach the work 
here in hearing and audiometry, 
I can make good use of AUD- 
ECIBEL Let me say that I have 
enjoyed the articles on medical 
and technical aspects of hearing 
that you have made available to 
readers. 

I feel kindly about your maga- 
zine because it has proved use- 
ful to me, and I brought about 
a dozen back issues with me 
when we moved here to Fargo. 
Articles such as the one on 
“Minor Surgery for Otosclerosis 
and Meniere’s Disease” by Doc- 
tor Samuel Rosen and “Hearing 
Conservation in Children” by 
Doctor Richard Bellucci have 
proved valuable to my students 
in speech and hearing work and 
to myself. 

Robert W. Albright 

North Dakota 
Agricultural College 

Fargo, North Dakota 


That Last Paragraph 

* “Auriculostomy” by C. F. 
McDonald, M.D., and Edwin C. 
Bach, M.D., in the September is- 
sue AUDECIBEL is interesting but 
I was interested more in the last 
paragraph. 

It would be interesting to 
have the doctors elaborate on 
that statement. 


O. G. Lehman 

Sonotone of San Jose 

San Jose, Calif. 
The last paragraph of the ar- 
ticle on Auriculostomy was: 
“We wish to point out that auri- 
culostomy should impose im- 
proved relations and collabora- 
tion between family physician, 
otologist, and hearing-aid audio- 
logist. This cooperation has not 
been evident in the past—much 


Letters TO THE EDITOR 


Send your comments, suggestions and/or criticisms to Letters 
to the Editor, AUDECIBEL, P. O. Box 11, Lincoln Park, 
Michigan. 








to the detriment of the patient.” 
dec iota 


Another Letter On 
Merchandising Practices 

* Mr. K. H. Aber’s forthright, 
frank, to-the-point letter in the 
February 1956 AUDECIBEL was 
a very much needed spring tonic 
to inculcate in the minds of the 
dispensers of hearing aids the 
true facts of life about the 
racket in hearing aids and about 
the hypocrisy of most hearing 
aid manufacturers. 

“Sell ’em and forget ’em” is 
still the theme of the manufac- 
turers despite all their malarkey 
“as advertised in Life” or “Col- 
lier’s” or “The Saturday Eve- 
ning Post’ — So what? All 
that the advertising does is con- 


(See LETTERS on next page) 





Encountering New Earmold 
Problems With Hearing Aid 


Glasses? ? ? ? 
MANY DEALERS ARE - - 
AND ARE FINDING 
A SOLUTION WITH - - 


Mid-States SOFTEX EARMOLD 
SOFTEX EARMOLDS have 


swept the nation used conven- 
tionally — Now applied to hear- 
ing aid glasses, SOFTEX EAR- 
MOLDS are proving THE AN- 
SWER to close acoustical seal 
with comfort to the user. 


SOFTEX was developed by hear- 
ing aid people for hearing aid 
people. 


CHARTER MEMBERS: 
Hearing Aid Industry 
Conference, Ine. 






314-315 Butts Bldg. 
Wichita, Kansas 





“The QUALITY Earmold Facility” 
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LETTERS 


(Continued from previous page) 


tinue the racket and keep up the 
prices. Why people must pay 
$250 for a hearing aid that 
costs about $35 to produce is 
beyond this writer to compre- 
hend. But, I suppose the hard- 
of-hearing themselves are to 
blame because of their vanity 
and refusal to come to the office 
without “bait.” But, then, 
again, who kept the hard-of- 
hearing away from the use of 
hearing. aids? The manufac- 
turers did. 


Who referred to the hearing 
aids as “ugly buttons” with 
“dangling cords” and “unsightly 
receivers?” Certainly, the hard- 
of-hearing did not. The manu- 
facturers did — that’s who. And 
a bunch of soliciting distributors 
followed like brainless sheep. 


In what business or profession 
does a distributor work night 
and day, year after year with- 
out any hopes other than to 
continue the same plodding 
way? I can well understand a 
man’s working night and day 
for 2, 3, 5 years. But after 
that time, his business should 
be such that it goes along with 
a normal amount of effort plus 
a little spark every so often. In 
the hearing aid business, the 
hard-of-hearing are trained to 
sit home until some untrained, 
just hired “consultant” comes 
a-calling. 


In what business does a dis- 
tributor call himself by a “brand 
name” service? Only the hear- 
ing aid business. And so what 
happens? A distributor gives 
the “brand” the importance 
above everything else. How 
ridiculous. In what channels do 
distributors’ minds travel? The 
distributor gives the “brand” 
a supreme position. The dis- 
tributor, in the meantime, has a 
wonderful service. He takes 
good care of his customers. And 
his customers say — “Gosh, it’s 
sure wonderful the way the 
‘brand’ hearing service treats 
me.” Is the distributor given 


any credit? No, just an assem- 
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bled microphone, transistors and 
other parts. 


So, then what happens? A reg- 
istered letter comes along from 
the manufacturer. This letter 
says — “In accordance with the 
franchise agreement and be- 
cause you have failed to meet 
the quota for hearing aid sales, 
we are serving notice upon you 
of termination of contract.” And 


_so, the distributor who built up 


the “brand” name service gets 
booted out. How much does he 
recover for his good will, ac- 
counts, prospect file (for which 
he probably paid heavily)? Not 
one cent. 


Then a parasite comes along. 
He is the new distributor for 
the “brand” hearing service. He 
receives all the names of the 
clientele from the factory. A 
letter goes out advising people 
that if they want “genuine” 
parts and such for their hearing 
aids, the new distributor will be 
pleased to cater to their needs. 
The new distributor takes over 
a going business — for FREE. 


In the meantime, the ex- 
distributor tries to convince his 
former clientele that he it was 
who gave the service, and not 
the “brand.” But it’s too late. 
The people were trained to be- 
lieve that the “brand” hearing 
service was tops. 


When are distributors going 
to learn that the sooner they 
end “brand” hearing service, the 
sooner the racket in hearing 
aids will end? (I know. I am 
one of those who was stupid 
enough to call himself a “brand” 
hearing service. I suffered 
badly.) 

To make matters worse, ex- 
customers write and say — 
“Thanks for the wonderful 
service, but because I’m using 
a ‘brand’ aid, I must go to the 
‘brand’ hearing service. Thanks 
again for your kindnesses.” End 
of quote and end of business. 


The undersigned was called as 
a witness by the Federal Trade 
Commission in its suit against 
Maico-Beltone to end exclusive 
franchise agreements. It was 
a pleasure to read where the 
FTC finally ordered an end to 


exclusive contracts. Why people 
must be forced to go to a certain 
hearing aid dealer to buy a given 
make is beyond this writer’s 
comprehension. 


The best way for a distrib- 
utor to truly learn whether or 
not he has a good line of aids 
is to sell several. If one line 
consistently breaks down and 
gives less satisfaction, he can 
junk it. How well I learned that 
hearing aids are not all alike as 
far as repairs and service 
troubles are concerned. If I 
had had several lines of aids 
from the very beginning, I know 
one line I would have junked 
right away. Especially, when 
other factors of “trained con- 
sultants” (I never saw a hearing 
aid in my life until three weeks 
before I took over a certain line) 
are taken into consideration. I 
pity the hard-of-hearing. 

So, distributors... hep up... 
get wise .. . let your customers 
know that it’s YOUR NAME SERV- 
IcE. In that way, the manu- 
facturers won’t treat you like a 
dog when the time comes for 
goodbyes... And, in that way, 
the names and prospect files 
are YOURS and WORTH SOME 
MONEY. Why send manufac- 
turers your prospect list and the 
names of users? Ridiculous, 
isn’t it? Don’t worry about 
guarantees. The customer still 
gets his guarantee through the 
guarantee to you. Let the hear- 
ing aid distributor control the 
hearing aid field and not the 
manufacturer. The only func- 
tion of the manufacturer is to 
put out a good hearing aid. It’s 
silly to idolize a “brand” when 
the “brand” has so little to do 
with hearing rehabilitation. 
Who does the fitting — the 
“brand” or the distributor? Who 
gives the service — the “brand” 
or the distributor? Who gets 
the credit? Wake up, distrib- 
utors . . . the DEATH KNELL is 
sounding. 

Samuel S. Taylor 

Taylor Hearing Service 

Salt. Lake City, Utah 
Any manufacturers care to com- 


ment on this controversial ques- 
tion? ... Ed. 
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Midget 3-transistor hear- 
ing aid to meet all the 
needs of the hard of hear- 
ing. Designed for low-cost 
operation...only a few 
cents a month to operate. 


rich tone of the Tonemas- 
ter Earette. No swish- 
swish caused by clothing 
rub. Worn inconspicuously 
behind the ear. 


You'll marvel at the full, place t 
rific lead producer—a ter- 
rific seller. 







ASTE 
fdiess Hearing” repre- 
mirype of hearing 
isands of hard of 





people have wait- ; 
sto have. Engi- BARRETTE 
Sifically to be 


s ear—the nat- 


The world’s first barrette 
o hear—a ter- 


hearing aid designed ex- 
clusively for women. Worn 
completely hidden in the 
hair. No cord touches the 
neck to mar her appear- 
ance. 


Tonemaster’s merchandising progruan 


Tonemaster’s forward-looking merchandising program is 
geared to match its forward-looking design. A Tonemaster 
ad appeared in the Jan. 28 issue of Saturday Evening Post; 
and ads are scheduled in the March 30 issue of Colliers and 
the May issue of National Geographic. 


Advertising mats, counter cards, literature, folders, mailers, 
letterheads and other merchandising helps are al] available 
to Tonemaster dealers. 


Factory-paid advertising, both national and in key dealer 
markets, supplement each dealer’s own efforts. 





Forefront design; fine quality instruments; sound, effective 
promotion ... all axe part of the Tonemaster program at a 


remarkably low dealer price. It all means greater profits 
for you! 


Write or phone Peoria 6-0871 for a complete dealer 
proposal manual. 


Don’t delay ... Tonemaster Dealers have protected terri- 
tories. While many areas are still open they are filling up 
fast. Act now—your inquiry will receive prompt attention 
and will be kept in the strictest confidence. 


MANUFACTURING COMPANY 


128 SOUTH MONROE @ PEORIA, ILL. © PHONE 6-0871 
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